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Abstract 
This study examines how Chinese college students in China and abroad seek information via two search engines, Baidu and 
Google. An online survey of 257 college students found Baidu to be more popular mainly because users were familiar with its 
interface, and preferred its extensive Chinese resources, while Google was exceptional in offering English results and 
contributing to global visions. Educational levels affected the kind of information students’ sought, their opinions on firewall and 
online censorship. The longer they studied abroad and the more educated they were, the more likely students would prefer 
Google to Baidu.  
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1. Introduction and literature review 
The application of the information and communication technologies (ICTs) to education has made reaching the 
unreached possible all around the world (UNDP, 2005). The flexibility, low cost, and convenience of ICTs have 
made them widely popular for education in rural areas (Li, Duan, Fu & Alford, 2012), distance education (Karan, 
2013), curriculum integration, teacher’s professional development (Zhao & Xu, 2010) and e-textbooks or e-
schoolbags (Wu & Ma, 2013). Learners benefit from the breadth and richness of learning and the accommodation of 
differences in learning styles (Carroll, 2011). 
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Inspired by the strategy of ke jiao xing guo, or invigorating China through science and education, Chinese 
universities saw the set-up of the “China Education and Research Network” (CERNET) from 1994 to the 2000s 
(Zhao & Jiang, 2010). The e-campus, or “an institution based on a campus network and the integration of digital 
resources, building up and e-educational administration portal, e-learning, distance education and multimedia 
broadband network, campus management information system” (Zhao & Jiang, 2010, p. 575), mushroomed in 
Chinese higher educational institutions. Students use online courseware to learn and review, exchange information 
and opinions via the Bulletin Board Systems (BBS), and access library resources via the campus computer network.  
With the diffusion of the ICTs, e-learning has transformed into m(mobile)-learning and u(ubiquitous)-learning 
(Hwang, Tsai, & Yang, 2008). Information-retrieval is pivotal in this process. As a primary source, search engine 
facilitates information-seeking (Bilal, 2000; 2012). “Search engine is a searching tool providing information 
searching service to users, which can search, abstract, organize and process the internet information by referring to 
certain strategies and using specific computer programs” (Hou, Li, & Wen, 2010, p. 229). For digital natives, search 
engines are a ubiquitous electronic encyclopedia since learning happens at anytime and anywhere (Hwang, Tsai, & 
Yang, 2008). Search engines, such as Google, often include Wikipedia in the first several search results (Leaver, 
2009). Students search to satisfy curiosity, solve problems and complete tasks (Yin et al., 2013). This learning-by-
searching cognitive process (Yin et al., 2013) shows student’s initiative in acquiring knowledge (Hwang, Tsai, Tsai, 
& Tseng, 2008).  
Chinese search engine users had reached 470 million at the end of June, 2013 (CNNIC, 2013). China Internet 
Network Information Center (CNNIC, 2013) found 98 percent of Internet users used comprehensive search engines1 
in the past half year. Comprehensive Search takes the lead with 43.1 percent of the market share, followed by Weibo 
or Microblogging search (17.3%)2, video website search (13.4%), and online shopping site search (9.9%) (CNNIC, 
2013). Among search engine websites, almost all users accessing the Internet via computers used Baidu (97.9%), 
which means it outcompeted other competitors, such as Google (37.3%), 360 (31.5%), and Sogou (28.2%) (CNNIC, 
2013). In the same vein, Baidu (96.3%) and Google (18.1%) took the first two places among cell phone search 
engine users (CNNIC, 2013). Although Google ranked the second place after Baidu in terms of penetration rate, it 
was the first-choice search engine to only 2.4 percent of computer users and 2.0 percent of cell phone users, 
compared to Baidu’s 85.7 percent and 89.1 percent respectively (CNNIC, 2013). In terms of revenues, in the second 
quarter of 2013, Baidu reaped 81.4 percent, followed by Google (14.4%), Sogou (3.3%), and Soso (1.3%) 
(iResearch, 2013). Search engines have overtaken the library databases and physical libraries to become the most 
frequently used method for Chinese college students to seek information (Zhao, 2008). 
Bilal (2000, 2012) scrutinized how children used search engines specially designed for kids. Kumar and Kumar 
(2012) examined how Indian academics used search engines to retrieve information. Jiang (2014)’s comparison of 
Baidu and Google disclosed how search engines may be altered to serve political purposes and self-interest. Alshare, 
Miller, and Wenger (2005) focused on college students’ frequency of using search engines and their search features. 
Griffiths and Brophy (2005) found British students preferred commercial search engines. However, given the 
competitive nature of Chinese and English Search engines and regulations, no research has been done on how 
Chinese college students used search engines for educational purposes, which this study aimed to investigate. 
RQ1: What are the patterns of search engines usage by Chinese college students? 
 
Bonfadelli (2002) found people of high socioeconomic status (SES) in Switzerland were more information-
oriented, but people of low SES were more entertainment-oriented when using the Internet. Hargittai and Hinnant 
(2008) suggested that young Americans with higher levels of education and of a more resource-rich background 
used the Internet more for activities that enhance their social capitals.  
H1: Educational levels affect the type of information Chinese college students seek via search engines. 
 
In view of the market share and popularity of Baidu and Google as seen above, this study focused on these two 
search engines for passing information and references to their peers. The popularity of Baidu stems from its ability 
 
 
1 According to CNNIC, comprehensive search sites refer to traditional search engines, such as Baidu, Sogou, and Google, which provide any 
search results after keyword is entered. 
2 Based on the times users have searched. 
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in understanding cultural nuances, especially the Chinese language (Einhorn, Lee & Womack, 2010; Stone & 
Einhorn, 2010), and China’s laws and restrictions on Google (Kaplan, 2013; Tan & Tan, 2012).  
Robin Li, who co-founded Baidu in 2000, attributed Baidu’s success to providing all the needed pages Chinese 
Internet users were looking for (Krazit, 2009). He even claimed, “If you can’t find it on Baidu, you can’t find it 
anywhere else” (Krazit, 2009).  
Baidu understands the local market better and adapts to the needs of Chinese users faster than its rivals (Tan & 
Tan, 2012). It is more capable of parsing search terms in Chinese (Stone & Einhorn, 2010). Chinese and English 
have different language structures; Chinese is ideographical and character-based, while English is alphabetical and 
word-based (Chau, Fang & Yang, 2007). A word is composed of one or more characters with polysemy in 
Mandarin. To get the results that the Internet user is looking for, the search engine needs to understand the exact 
meaning of the search request (Madden, 2010). 
Baidu understands consumer behaviors, and provides tools Internet users need in a search engine (Madden, 
2010) and what is popular in the U.S. with customized Chinese characteristics (Stone & Einhorn, 2010). There are 
11 links on Baidu’s home page. Services specially designed to cater to the local taste include “Baidu Knows” - a 
Q&A service, “Baidu Post-Bar” - a popular bulletin board, and “Baidu Encyclopedia” - a made-in-China alternative 
to Wikipedia (Stone & Einhorn, 2010). 
In addition to access, nationalist feelings may also be a factor that drives Chinese Internet users to websites 
designed by Chinese Internet companies (Madden, 2010; Thompson, 2006). Local consumers’ nationalism may be a 
barrier to an enterprise that explores overseas markets (Dong & Tian, 2009; Li, 2009). Consumers rendered 
nationalism in various ways to attach different meanings to Western brands and realize their imaginings of the 
Chinese nation. With a history of anti-foreign resentment, China is the place where nationalism germinates (Gao, 
2012). Chinese have learned the lesson of imperialist invasions since the Opium War in 1840. The National 
Products Movement during the late 1920s instilled the conception that foreign products were treasonous and China-
made goods patriotic (Gerth, 2003). The recent concerns have been the influx of foreign products and services that 
tend to jeopardize national security and threaten domestic business (Akhter, 2007). Dong and Tian (2009) suggested 
that “Chinese nation making via branded consumption choice continues” (p. 506), which reflected on how China 
had become one of the biggest markets for luxury brands (Economist, 2013; Li, Li & Kambele, 2012). In some 
narratives, the West and Western brands were taken as imperialist oppressors and instruments of domination (Dong 
& Tian, 2009). Is the search engines use a reflection of the spirit of nationalism or is it because of the limited access 
to other search engines? 
RQ 2: What factors contribute to Baidu’s popularity among Chinese college students? 
 
Google China became a licensed Internet service provider in China since December 2005 (Thompson, 2006). 
The search portal service for Chinese Internet users, Google.cn, was launched on January 27, 2006 (Tan & Tan, 
2012; Thompson, 2006). Compared with Baidu, Google is more popular among white-class urban professionals who 
use English, like Western lifestyle, and pursue cosmopolitanism (Thompson, 2006). This resonates with Batra, 
Ramaswamy, Alden, Steenkamp and Ramachander (2000) in that foreign brands can attract the cosmopolitan elites 
with its symbolism of status-enhancing, exoticism and the desire for becoming a member of the global community. 
Although Google lagged behind Baidu in market share, the loyalty of Google users ranked first, according to 
iResearch (2012)’s study on China search engine user’s behavior. Google is also “the strongest site for conducting 
searches in English, which happens a lot in China” (Einhorn, Lee & Womack, 2010, p. 40).  
H2: Educational levels affect Chinese students’ choice of Google or Baidu. 
 
Censorship had been one of the concerns before Google came to China and contributed to its final decision to 
exit from mainland China, and redirect its services to Hong Kong (Tan & Tan, 2012). In 2002, Google was blocked 
for about two weeks, after which traffic coming into China from the world slowed down because of the Great 
Firewall (Thompson, 2006). Internet users who searched for banned items via Google experienced delays and 
shutdowns of several minutes that was detrimental to search engines that were supposed to provide results in 
milliseconds (Thompson, 2006). But Baidu, with its servers in China and within the Great Firewall, had no such 
problems (Thompson, 2006). Sergey Brin, a co-founder of Google, and his team decided to provide Google.cn to 
offer quick but censored search results and keep the uncensored Google.com available although the response 
sometimes was retarded (Thompson, 2006).  
In 2010, Google announced that it had been the victim of “security attacks” and “online surveillance” in China 
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(Tan & Tan, 2012, p. 470). Google moved its servers to Hong Kong to stop self-censoring in mainland China. Since 
then, when google.cn is entered at the address bar, the browser will be automatically directed to google.com.hk in 
mainland China (Tan & Tan, 2012). It means users in mainland China cannot access google.com without turning to 
proxy servers or other devices for help. Research results generated on google.com.hk and google.com are not 
identical.  
Internationally, 45 percent of British students used Google as their first choice when retrieving information 
(Griffiths & Brophy, 2005), With Yahoo, Google received excellent overall rankings (Alshare, Miller & Wenger, 
2005). Google was also the most popular search engine among faculty in an agriculture and technology university in 
India (Kumar, 2010) and medical students in Pakistan (Jadoon et al., 2011).  
RQ 3: What factors contribute to Google’s popularity among Chinese college students?  
RQ4: Does online censorship affect what Chinese college students can access via search engines and their choice 
of search engines? 
 
Global education has great importance in today’s interconnected and globalized world. “Global awareness 
enhances students’ abilities to work collaboratively with persons of diverse backgrounds” (Crawford & Kirby, 2008, 
p. 57) and “to understand and seek solutions to global issues” (Crawford & Kirby, 2008, p. 57). The uncensored 
cyberspace with free information flows would function like the market place of ideas, which would in turn help 
foster Chinese college students’ global perspectives. However, some social networking sites (SNSs) and file sharing 
sites, including Twitter, Facebook, and YouTube, are blocked in China (Lum, Figliola & Weed, 2013). The websites 
of English news organizations, such as the New York Times and Bloomberg Businessweek have been blocked since 
2012 (Branigan, 2012). Most recently, Chinese authorities started to intensify the control over online streaming 
industry (Watt, 2014). According to Google, China blocked Gmail by making access to it either slow or inaccessible 
at all (Kan, 2011). Another obstacle to the students could be that they can only access websites with Chinese domain 
names in many Chinese higher education institutions. If they want to surf on websites with a non-Chinese IP, they 
would be charged an additional amount of money (Gao, 2013). The services or links available at Google include, but 
are not limited to, +You, Search, Images, Maps, Gmail, Play, YouTube, News, and Scholar (Table 1). 
H3: Chinese college students in China use fewer services at Google than those studying abroad. 
 
Table 1  
Google Services/Links  
+You Real-life sharing, rethought for the web 
Search Search billions of web pages 
Images Search for images on the web 
Maps View maps and directions 
Gmail Fast, searchable email with less spam 
Play Your music, movies, books, and Android apps available anywhere 
YouTube Watch, upload and share videos 
News Search thousands of news stories 
Scholar Search scholarly papers 
Source: https://www.google.com/intl/en/about/products/ 
 
One of the repercussions of limited access to the Internet is Chinese college students gradually get used to the 
Internet status quo, which means they seldom get information from websites with non-Chinese domain names. They 
use Chinese portals such as Sina and Sohu for news and Renren and Weibo for social networking. With Google 
moving its servers to Hong Kong, about 85 percent of the Internet users in China use Baidu (Margolis, 2011). As a 
user said, “…if you want to know something about China, why would you ask a foreigner or trust what he says? In 
China, we say, ‘If you want to know something, just Baidu.’ Nobody would say, ‘Just Google’” (Margolis, 2011, p. 
38).  
Guo and Wu’s (2009) study showed that urban Chinese youth did not demonstrate a strong desire to access 
foreign-language media, which is a result more of a lack of English proficiency than the government’s blockage. 
The media consumption among Chinese youth did not help shape their global visions of foreign countries (Guo & 
Wu, 2009). Considering the need for improved English proficiency and easier access to uncensored search results, 
hence: 
H4: The longer Chinese students stay abroad, the more likely they would choose Google rather than Baidu. 
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2. Method 
Survey method (Wimmer & Dominick, 2009) was used to collect data from Chinese students from China and 
other countries. An online survey comprising of 27 questions was conducted from January 19 to March 11, 2014, on 
www.sojump.com, a professional online survey site. Survey requests were sent to researchers’ personal contacts in 
colleges and universities in Beijing and northeastern China and students in the United States with a combination of 
purposeful sampling and snowball sampling. The criterion was that the subjects should be Chinese college students 
studying in China and abroad. Students have access to more websites without being blocked, and have to use 
English more frequently after going abroad, which may affect their usage patterns and choice of search engines.  
The questionnaire was in English considering the participants’ English proficiency, as college students, should be 
able to help them understand all questions. For questions with English words that may be difficult, Chinese 
translation was offered. The contacts either took the survey themselves or forwarded the questionnaire to other 
college students they knew of, or both. 
A total of 283 responses were received. Incomplete responses were deleted. In the end, 257 (90.8%) effective 
questionnaires were generated for analysis. The data were analyzed using the Statistical Package for the Social 
Sciences (SPSS). The tests were conducted to find the level of significance, and wherever needed data were 
condensed to study the behavior patterns of search engine usage. Five items (maps, restaurants, traveling, shopping, 
and friends nearby) were combined as ‘social’; three items (scholarly articles, knowledge Q&A, and encyclopedia) 
as ‘educational’; and another five items (music clips, video clips, games, literature, and celebrities) as 
‘entertainment’ by calculating the Cronbach’s alpha to find out the types of information that college students 
accessed the search engines. 
3. Findings 
Among the 257 respondents, about one third (35.0%) were males and the other two thirds (65.0%) were females. 
It was found that most of the universities to which the participants were affiliated had a bigger female population. 
The educational background of the participants scaled down from undergraduate (57.6%), master’s (28.0%), 
doctoral (13.4%), including post-doctoral, students. More than half (56.0%) of the participants had never been 
abroad. They were affiliated with nationally top-ranking Chinese universities and some provincial colleges. The 
others have been abroad for several months up to five or six years. The great majority (98.1%) of the overseas 
participants was studying or had studied in at least seven states in the United States and some were from the United 
Kingdom, Canada and Hong Kong. Although Hong Kong is a special administrative region of China, considering 
the freer Internet access, this sample was taken as an overseas student in this study. About half (44.7%) of the 
participants have been connected to the Internet for over 10 years.  
 
RQ1: What are the patterns of search engines usage by Chinese college students? 
Participants in this study were veteran users of search engines. Only less than one tenth (9.7%) of the 
participants used search engines for less than four years.  
 
Table 2  
Chinese Search Engine Usage in the Three Months before the Survey 
Chinese search engines  Number of responses Percent of responses Percent of cases 
Baidu 250 41.5 97.3 
360 115 19.1 44.7 
Youdao 106 17.6 41.2 
Sogou 87 14.4 33.9 
Soso 30 5.0 11.7 
Easou 4 0.7 1.6 
Yicha 2 0.3 0.8 
Others 9 1.5 3.5 
 
In the three months before the survey, participants used Baidu more than any other Chinese search engines based 
on a multiple-choice question. 360, the search engine run by Qihu 360, a company known for its antivirus software; 
Youdao, released by the portal website, NetEase; and Sogou, launched by another portal website, Sohu, and gained 
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popularity for its Chinese input, had certain loyal users, too. Other search engines such as Soso, Easou, and Yicha 
each accounted for less than 5 percent (Table 2). Among English search engines, Google (66.6%) outnumbered Bing 
(16.2%) and Yahoo (15.1%) by a huge margin (Table 3).  
When searching at Baidu, 95.7 percent of users preferred using Chinese more frequently than English. More than 
two-thirds (69.7%) of users used English more frequently than Chinese when Googling. 
 
Table 3  
English Search Engine Usage in the Three Months before the Survey 
English search engines  Number of responses Percent of responses Percent of cases 
Google 243 66.6 94.6 
Bing 59 16.2 23.0 
Yahoo 55 15.1 21.4 
Others 8 2.2 3.1 
  
H1: Educational levels affect the type of information Chinese college students seek via search engines. 
The Cronbach’s alpha was calculated to find out the types of information that college students accessed the 
search engines. The Cronbach's alpha for the 5 items (maps, restaurants, traveling, shopping, and friends nearby) 
reached an “acceptable” level (George and Mallery, 2003) (α = .67), so the 5 items were averaged into one 
composite variable named as "social" (M = 3.37, SD = .71). In the same vein, because the Cronbach's alpha for 3 
items (scholarly articles, knowledge Q&A, and encyclopedia) reached a “good” level (George and Mallery, 2003) (α 
= .76), they were averaged into one composite variable named as "educational" (M = 3.79, SD = .82). The 
Cronbach’s alpha for another 5 items (music clips, video clips, games, literature, and celebrities) was “acceptable” 
(George & Mallery, 2003) (α = .61), so these items were averaged into another composite variable “entertainment” 
(M = 3.43, SD = .61).  
Then a one-way MANOVA was used to examine the association among three educational levels (undergraduate, 
graduate-master’s, and graduate-doctoral) and the three composite variables (social, educational, and entertainment). 
The multivariate result was significant, F (6, 504) = 4.96, p <.001, Wilk's Λ = .89, partial η2 = .06, indicating a 
difference in the type of information sought via search engines by Chinese college students at all levels (Table 4).  
 
Table 4 
Educational Level and the Selection of Search Engine Functions 
Functions Educational Level M SD n 
Social 
undergraduate 3.25 .73 148 
master’s 3.60 .65 32 
Ph.D. 3.39 .64 37 
Educational 
undergraduate 3.63 .85 148 
master’s 3.96 .74 32 
Ph.D. 4.05 .72 37 
Entertainment 
undergraduate 3.42 .58 148 
master’s 3.55 .64 32 
Ph.D. 3.24 .61 37 
 
Given the significance of the overall test, the univariate main effects were examined. Significant univariate main 
effects for educational level were obtained for social information, F (2, 254) = 6.30, p <.01, partial η2 = .05, power = 
.90; educational information, F (2, 254) = 6.63, p <.01, partial η2 = .05, power = .91; and entertainment information, 
F (2, 254) = 3.32, p <.05, partial η2 = .03, power = .63. So H1 was confirmed. 
 
RQ 2: What factors contribute to Baidu’s popularity among Chinese college students? 
For those who chose Baidu as their first-choice search engine, it was a result more out of a habit. They started 
with Baidu and became more used to its interface. Baidu’s competence in offering extensive search results in the 
Chinese language contributed to its popularity. The support for domestic products and Chinese enterprises was the 
third reason for the participants to choose Baidu and its filtering of information did not bother the participants very 
much (Table 5). 
 
H2: Educational level affects Chinese students’ choice of Google or Baidu.  
A chi-square test showed that the more educated the Chinese college students were, the more likely that they 
would choose Google over Baidu, χ2(2) = 37.25, p < .001 (Table 6). H2 was supported. 
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Table 5 
Factors to Baidu’s Popularity 
Reasons for choosing Baidu Number of responses Percent of responses Percent of cases 
Familiarity with the interface 88 25.3 66.7 
Access to Chinese resources  66 19.0 50.0 
Support to domestic products 55 15.8 41.7 
Bad Google connection 39 11.2 29.5 
Multifunctions at one site 38 10.9 28.8 
Results optimization 34 9.8 25.8 
Free music download 20 5.7 15.2 
Less censorship 8 2.3 6.1 
 
Table 6 
Educational Level and the Choice of Baidu or Google 
  Undergraduate Master’s Ph.D. Total 
Baidu Count 100 23 9 132 Percent 75.8% 17.4% 6.8% 51.4% 
Google Count 48 49 28 125 Percent 38.4% 39.2% 22.4% 48.6% 
 
RQ 3: What factors contribute to Google’s popularity among Chinese college students?  
Google gained its popularity among Chinese college students because it could provide the best search results in 
English. They also wanted to learn more about different opinions with Google’s results from all around the world to 
get an international perspective and make them more cosmopolitan. Academic articles generated by Google were 
helpful to college students who were pursuing academic work. Participants chose Google more out of its functions 
than habit, since the number of participants choosing familiarity with the interface as the reason for using Google 
was low (Table 7).  
 
Table 7 
Factors for Google’s Popularity 
Reasons for choosing Google Number of responses Percent of responses Percent of cases 
Best results in English 85 26.7 68 
To be more cosmopolitan 68 21.4 54.4 
Links to academic articles 61 19.2 48.8 
Results optimization 54 17.0 43.2 
Familiarity with the interface 34 9.8 25.8 
Multi-functions at one site 31 9.7 24.8 
 
RQ4: Does online censorship affect what Chinese college students can access via search engines and their choice 
of search engines?  
Most participants agreed that online censorship affected what they could access via search engines a lot (28.8%) 
or sometimes (52.9%). Another 11.7 percent of respondents were not affected by censorship. 
As for censorship and the choice of search engines, 41.2 percent said “a lot” and 35.8 percent “sometimes”. The 
rest did not care or thought there was not any connection between these two variables. 
 
H3: Chinese college students in China use fewer services at Google than those studying abroad.  
A MANOVA was used to examine whether studying in China and abroad had significant effects on Chinese 
college students’ access to and use of different Google services. There was a statistically significant difference in 
access to and use of Google services based on whether students studied in China or abroad, F (9, 247) = 24.84, p 
<.001, Wilk's Λ = .53, partial η2 = .48. Given the significance of the overall test, the univariate main effects were 
examined. Specifically, whether Chinese college students studied in China or abroad had a statistically significant 
effect on their use of +You (F (1, 255) = 9.27; p < .005; partial η2 = .04), Search (F (1, 255) = 48.41; p < .001; 
partial η2 = .16), Images (F (1, 255) = 36.42; p < .001; partial η2 = .13), Maps (F (1, 255) = 107.80; p < .001; partial 
η2 = .30), Play (F (1, 255) = 7.69; p < .01; partial η2 = .03), YouTube (F (1, 255) = 135.34; p < .001; partial η2 = 
.35), News (F (1, 255) = 13.54; p < .001; partial η2 = .05), Gmail (F (1, 255) = 110.57; p < .001; partial η2 = .30), 
and Scholar (F (1, 255) = 42.93; p < .001; partial η2 = .14) (Table 8). 
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Table 8  
Geographic Locations and Use of Google Services 
Google Service Location M SD 
+You In China 1.74 .91 Abroad 2.13 1.15 
Search In China 3.35 1.07 Abroad 4.27 1.01 
Images In China 2.78 1.05 Abroad 3.59 1.09 
Maps In China 2.72 1.09 Abroad 4.09 1.01 
Play In China 2.08 1.01 Abroad 2.43 1.04 
YouTube In China 2.03 1.14 Abroad 3.75 1.21 
News In China 2.52 1.05 Abroad 3.03 1.15 
Gmail In China 2.45 1.33 Abroad 4.10 1.13 
Scholar In China 2.58 1.25 Abroad 3.60 1.21 
 
H4: The longer Chinese students stay abroad, the more likely they would choose Google rather than Baidu. 
A chi-square test showed that the longer Chinese students stayed abroad, the more unlikely they would choose 
Baidu, χ2(4) = 53.39, p < .001. The hypothesis was supported (Figure 1).  
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Figure 1. Length of going abroad and the choice of Baidu and Google 
4. Discussion & Conclusions  
The current study showed that Chinese college students, at home and abroad, are veteran users of the Internet 
and search engines. Baidu and Google each had its loyal customers. Baidu gained its popularity because of its earlier 
exploration of the market as a domestic company, its competence in providing Chinese search results, and the 
customer’s nationalistic support to domestic products. This resonated with CNNIC (2014)’s findings that habits, 
user experiences, brand names and emotional factors influenced which search engine to use. Chinese college 
students’ fondness of Google originated from Google’s extensive online results in English, its uncensored and varied 
opinions, and links to academic articles. Because of these features, Chinese college students tended to use English 
when Googling. More often, they used Chinese when searching at Baidu. Google users were more likely to be better 
educated and have studied abroad longer. Undergraduate students who had never been abroad were more likely to be 
Baidu users. Better-educated Chinese college students used search engines to look for academic articles and 
knowledge than their less-educated peers.  
The results highlighted the importance of English proficiency to the choice of search engines. Lack of English 
competence would constrain Chinese college students’ access to more diversified results from all around the world, 
especially considering the increasing use of English in academic publishing internationally (Lillis & Curry, 2010). 
The recent plan of reducing the total value of English from 150 points to 100 in the national university entrance 
examinations in 2016 would shift the attention and importance to Chinese, the language, whose value proposed to be 
increased from 150 to 180 (Kaiman, 2013). This will further debilitate Chinese college students’ international 
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competitiveness in the academic field and job market.  
Censorship affected participants’ choice of search engines, and what they could access via search engines. 
Moreover, censorship and blocking of social networking sites (SNSs) such as Facebook and specific content-related 
sites such as YouTube, would limit Chinese college students’ access, exposure and interaction to important 
international events, information and people. Saw, Abbott, Donaghey and McDonald (2013) found that both 
international students from Canada, Malaysia, Norway, etc. and domestic students at Bond University, Australia, use 
SNSs for educational purposes. For both international and domestic students, the most popular SNS is Facebook, 
followed by YouTube, Twitter, and LinkedIn (Saw et al., 2013). Hargattai (2008) found choice of SNSs may limit 
individuals’ opportunities to interact with those from different backgrounds. Being cut off from an international 
academic community, Chinese college students could only confine their education to a Chinese circle, especially in 
terms of instantaneous interaction. 
Some participants have realized the negative effects of censored search results. As a respondent commented, it is 
“too bad, leaving us like deaf and dumb, ignorant, biased, self-conceited”. Another referred to the Great Firewall of 
China as “a wall between people. Sometimes it protects them, but most times it isolates them.” Interestingly, some 
respondents either did not care about this issue or thought censorship was “understandable” since “every country has 
its own way to maintain a safe environment for their citizens. According to one of the participants, “Though 
Firewall affects people’s access to global information from other countries, it does not influence a lot [of our 
work].”  
This study only looked into general search engine usage and their opinions on censorship by Chinese college 
students. Future research may focus on how students use search engines for educational purposes in a task-based 
way to get more concrete results. Most overseas Chinese students in this study had been abroad for less than a year 
and hence a comparison of their search engine use before and after they went abroad may not be salient enough at 
this point. Future study may concentrate on examining the same sample group’s change in search engine use in these 
two time slots.  
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